Introduction
Every theorical demand model has to consider "no market" aspects. These aspects are characterized by no staticity which determines over time a great variability on consumer behaviour. These changes follow different directions led by individual behaviours. Therefore it is necessary to find out specific tools to aggregate those variables and estimate with a good level of approximation. In this context, a wide range of models has been elaborated to obtain consistent applicative results and to develop correlations among the critical variables, PRICE and INCOME, and a set of independent variables in the long period. Surely, to be effective in problem solving a deep knowledge of the issue and its different dimensions is required. To investigate peculiar aspects of a sector, it is important to analyse its demand function, because it explains many structural peculiarities of it. Although health benefits related to daily extra-virgin olive oil consumption are well-known, level of consumption is still quite low compared to other vegetable fats. However, low level of consumption can be seen as an important opportunity for a future development of extra-virgin olive oil consumption. In Italy, olive oil sector is affected by ancient structural problems and it needs interventions aimed to enforce its competitiveness, especially now that consumption is expected to increase. So, it is worth being considered a system to determine and assess which market levers are fundamental to strengthen the sector also at international level. From those initial inputs, it is possible to understand that extra-virgin olive oil market is extremely heterogeneous, considering both demand and supply. Thus, it is important to search the right combination to develop a demand model which focus on a difficult to sector understand through classical techniques.
Extra-virgin olive oil industry
In Italy oil production is worth about 2 -2,4 bln € and lately consumption is increasing. Furthermore, in accordance with the rising importance of the issue of food "quality", it is notable extra-virgin olive oil gain of market share against conventional olive oil. Compared to other food sectors, extra-virgin olive oil industry does not present an high level of concentration. In fact, first three companies account for less of 37% sales volume in hypermarkets, supermarkets, discount and small retail stores. Instead, conventional olive oil segment is quite concentrated; in fact the first four companies account for about two thirds of the total sales volume. During the last years, in Italy commercial context, supply chain structure has been changed a lot. Traditionally it is characterized by a small number of big manufacturers which operates in the entire national market, and several medium-small sized firms specialized in market niches or in production on somebody's else behalf. Private Labels are becoming increasingly important to the manufacturers; in particular, in many European countries these are already recognized as high quality guarantee for consumers. In the last years, the importance of points of purchase selection and of training and improvement of sales force has increased. All these factors are fundamental to the micro-firms which have niche-targets, but, in general, also to all the companies which operate in high level catering segments and distribute in small specialized retailer stores.
Sources and Methodology

Information Resource
According to many authors that during the '80s have contributed to enrich Porter theories (Porter and Miller, 1985) , and considering also the interpretation through "resource based view" (Mata et al., 1995) , new technologies create added value and competitive advantage to the company, because they make available the "information" resource. Today, the modern retailing sector has a key role in food sector. It is quite concentrated, with high market power, and it represents the interface point between producers and consumers. Due these reasons, it receives and gathers pieces of information about consumers that retailer companies use to elaborate their own strategies. Hence, retailing sector transforms vertical relationships in the supply chain in an instable mixture of conflicts ad cooperation. Scanner data database is built following a hierarchical structure which makes possible to obtain detailed information about product segment, producer, sub-brand and model on the basis of EAN (European Article Number) code item.
Scanner Data
An IRI InfoScan database has been acquired to analyze olive oil industry structure and trends, especially to investigate olive oil industry performance in retailing sector. It is a monthly survey of products sold by retailers in different national areas. In this specific case, stratified sampling has been run taking into account different Provinces, with at least one presence in each region. Furthermore, any distinction among hypermarkets, supermarkets and little retailer stores has not been made. Then, sample has been clustered on the basis of four geographical macro-areas: North-West, NorthEast, Centre + Sardinia and South, considering locations account for 80% of total turnover of hypermarkets and supermarkets and a high percentage of little retailer stores. Hence, the sample covers all the national territory in terms of weighted average. Investigated parameters were: sales volume, sales value, current average price (ratio between sales value and sales volume), sales volume and on value during promotional period, considering statistically significant a minimum of 5% decrease on price over a period longer than six weeks. Survey covered a time period from June 2005 -June 2007 and the output was 25 monthly observations. The research has focused on olive oil leader brands with the aim of estimating demand characteristics and assessing effective marketing strategies. In fact, through a preliminary study of the data , it has been possible to identify brands with highest sales volume between 2005-2007 (those brands account for about 70% of total sales). Applications During the Eighties, diffusion of bar code on food products labels in every retailing formats made possible to control products cycle by scanning their code. Then, the development of new and wider scanning checkout systems has become an important tool to acquire a competitive advantage. Indeed, a great number of companies have used scanner data information for marketing research purposes, to make more effective distribution activities and more flexible marketing activities in reaction to market changes and new consumers' needs. From 1987 two global leader companies, A.C. Nielsen and IRI InfoScan, have been gathering and elaborating data related to all food products passed through retailer points of purchase. There are several kinds of outputs: generally, they are flexible products tailored to customers' needs, such as data processing software, database with information on prices, sales volume, market shares and promotional activities, or reports to outline principle market trends and to analyze specific products and brands performances, assessing long run possible scenarios. The aim of these analyses is to understand "retailer push" purchase choices in the point of purchase. Another type of survey involves "household panels" and its target is to investigate households' consumption patterns and behaviours of "consumer pull". "Consumer pull" is a particular kind of consumer who required specific marketing strategies and mass media promotional activities. There is a wide literature about scanner data applications. Capps (1989) and Nayaga (1991) conducted pioneer studies about meat consumption in Texas aimed to indentify the relationships among different products demand curves using time series data. Besides, scanner data have been used to analyze industry organization: for instance, Haller (1996) examined the relationship between price and market share of some cheese brands. Then, Chevalier (1996) proposed an innovative oligopoly model which included financial investment effects on it. In fact, neoclassical demand analysis only focuses on distinct "commodities", while brand analysis demand involves also industrial organization structure.
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Demand estimation becomes particularly difficult when the market is an oligopoly of firms producing differentiated products. Indeed, interdependence of prices among different brands complicates supply relationships identification. Thus, Baker and Bresnahan (1985) considered the benefits of a joint analysis of demand function and industry organization aspects to investigate price policies in different oligopolies. Hence, Cotterill (1994) analyzed brand demand function and market power using scanner data processed by A.I.D.S. model. Software characteristics "TSP"(Time Series Processor) is a general econometric software to estimate and to simulate econometric models. It represents a very useful applicative software and it is a more suitable tool to elaborate cross section data and panel data, compared to other popular statistical software such as SPSS or RATS (Dell'Amico and Toth, 2000) . Furthermore, the output is easy to understand and statistically comprehensive (reports consider from basic statistics to hicksian elasticity). Case study National competitive environment In Italy olive oil market is worth about 2,4 billion euro (Ismea, 2007) with increasing consumption in the last years. Furthermore, despite of the recent economical crisis which has caused consumption decrease in almost every sectors, olive oil industry has shown an higher stability compared to other segments of food sector and other vegetal fat products. Thus, in olive oil industry high quality production is still for a niche market because it is quite difficult to identify proper market segments to target and set fair prices to remunerate higher costs of production, mainly due to certification process. However, there is an increasing interest on high quality olive oils, especially from more demanding consumers interested in healthy food. Besides, also a lot of catering operators has started elaborate sophisticated combination between traditional recipes and POD olive oils by broadening their oils range offer. The Tab. 1 carries extravirgin olive oil trend of this year and the past year one 1 .
It is worth underlying extra-virgin olive oil tendency of stealing market shares to conventional olive oil, following the increased importance of "quality" issue related to healthy diet concept (Graph 1).
In this mature and complex context, spaces of penetration can be found only by firms with capillary distribution net and able to run aggressive pricing strategies. Another important and fundamental aspect to remain in the market is the capacity of investing on the last part of the supply chain, above all considering retailers' market power in extra-virgin olive oil commercialization (in 2007 it accounted for 60% of sales volume and 73% of total olive oil market, Nielsen 2008). Tab. 2 shows leader companies of Italian olive oil industry.
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In 2006 Istat industrial production index indicates at 9% reduction over the previous year. This reduction is related to the low availability of olive oil, either in national and international markets. Both primary and secondary production activities have been affected by low availability of Italian and Spanish olive oil production. It is worth reporting that secondary production raw materials are constituted by 60% national olive oil and 40% imported oil used to create blended oils. Firms of different sizes and organizational and operational structures coexist the olive oil sector in Italy.
There is abundance of rural micro-sized firms, located mainly in the South, and a small number of bigsized companies. Primary production phase is made up by of about 5.000 olive press firms (70% in the South). Instead, secondary production sector is quite highly concentrated: it is constituted by about 200 medium or bigsized firms.
Competitive environment of secondary production sector is strongly influenced by the increasing Spanish participation shares in important Italian companies. In 2005, Spanish SOS Cuetara took over Carapelli Firenze and Sassoni to form the new group Carapelli Sasso, which is now the leading Italian producer and world export leader (Mora et al., 2007) .
Methodology and Findings
The econometric analysis of the extra-virgin olive oil demand in Italy has been conducted considering monthly observations on main brands of extra-virgin olive oil category. Information source is IRI InFoscan and it provided disaggregate quantitative data; in this case the disaggregation is based on territorial criterion. In fact, the data are divided into four groups, one for each geographical macro-area considered: two in Northern Italy (North-East and North-West), one in Centre Italy and Sardinia (Centre), and another one in Southern Italy (South). The survey has been conducted according to this division, because it is assumed those four markets present differences in structure and elasticity. In fact, the values of socio-cultural hexogen variables estimated during the study of the sector are very different in each area (e.g. in the South, there are many family micro-firms). These data represent a statistically significant and representative sample of the total national coverage. In particular, for each analyzed product, the data set considers monthly sales volumes and average prices during promotional and non-promotional period, over the time period [2005] [2006] [2007] . A series of models have been estimated to study the relationships among the extra-virgin olive oil demand in retailing sector, prices vector and total purchase. The computing process to obtain the final demand system consists of several steps. The most critic passage is the preparation of the data-set which then will be run by the software. Firstly, producers have been identified as the variable to investigate. So, mean companies of the sector have been selected on the basis of the turnover over the time period from 2005 to 2007. Tab. 3 shows companies ranking resulting from turnover analysis on the available data. Clusters defined by a single element are marked in blue; those constituted by more elements are marked in purple.
Next tab. 4 represent the variables considered to determine system. Only five groups are considered to don't have a too much complicate system. Then findings from running process have been analyzed and the first parameter object of evaluation has been "promotion", assuming this is the mean parameter to considerate regarding price elasticity.
The general assumption is the promotion parameter is very important in olive oil section, that is considered a rich product (with a unit price higher than other sections). In this case, the promotions is to consider one of the means lever for a producer in a commercial channel to increase his turnover and to expand itself. After this, it has been possible to estimate the elasticity between five producers group and, from this process, a lot of interesting considerations have exited. The table under carries the different elasticities of the demand system after the running process.
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Extra-virgin olive oil consumption is affected by price variation; so its demand function is expected to be very elastic. In the same way it is reasonable to consider all the markets initially considered to divide the data and all the brands analysed very elastic. Hence, it is necessary to make a distinction on the basis of the significance of the answer to price variation. In some cases this answer is not statistically significant. In fact, apart from the brand 2, the other brands present an elastic demand, above all brands 3 and 5. This result is extremely useful to the companies to elaborate marketing strategies, as it means that it is possible to act on the lever of costs without affecting consumers answer. Generally it is possible to state that when the price of a good is negative related to market share of another good, then those goods are complementary and there is no replacement between them. In the opposite case, if the price of a good is positive with respect to the market share of another good, then a replacement effect exists. Between the two goods considered. Indeed, table 5.11 shows that producers 1, 3 and 4 present high level of replacement with the category called "Followers" (group number 5).
To the aims of an more tightened market analysis, this determines a strong embrittlement, remaining fixed the other variable, that allow that the lowering and the increasing prices choices are strategic decisions and to take after careful reflections. To guaranty of this, in order to come down in the market specificities and in the analyzed cases study, it showed as the elasticity values are high and this determines an extremely hard market answer regarding the companies price policies After all, is shown a market much competitive where the main groups (that inside contain more brand, many of which famous and dislocated on a national level, many other legacies to local niches) attest all on levels of price for quality relationships, more or less equal, or, however, re-entering in a defined range. However, There is a market power suspicion of brand 2 (Sos) due to the inelastic demand and due to the absence of marked substitution effects with other producers. In fact This is translate in a leadership position in the comparisons of the competitors and this is essentially due to of the preferential channels or however due to the fidelity brand of own that the group has constructed in the years. Therefore, there is need to investigate power market causes and the effects that can be practised on the pricing lever. Moreover, it is necessary to inquire recently acquisitions of brand Sasso, which could have allowed to the group to obtain a market leadership position of the oil of olive in the north -west Italian.
In general terms, from the carried out analysis, the extravirgin olive oil market is shown as a market in which the consumer is careful to advertising and pricing variable. This obviously involves, from the groups of producers, the policies of pricing strategic management careful and aimed to maintain our share in the general market.
Conclusions and future perspectives The "functional flexible forms" give extremely profitable results for the overcoming of theoretical obstacles, at the contrary of the so-called "interest or fixed forms". Important, in such sense, is the study has put to comparison the AIDS model with others famous flexible forms (Barnett and Seck, 2006) . All the econometric process has assumed a big importance thanks to the use of scanner data, new type of information very lend to the theoretical model application; a form of boosting for the university agencies could be favourable or, however, when the scope of these data use is, rather than of commercial nature , of academic and search nature. Carrying out an overview on the extravirgin olive oil section and, in particular, on the domestic market, it has been looked like this is a strategic section, not only from the productive point of view, but also for the role that itself plays in the world competitive context. While markets as the wine are now in a phase hard saturation (in which the only "save shape" could be probably a push to the product diversification), the olive oil market has still various possibilities of expansion especially in foreign markets, in which still it is hard the presence of other fat vegetables that, at the moment, are playing a substitute role. At last, the attention has been placed on the location of the characteristics that influence the preferences of the Italian extravirgin olive oil consumers, with detail reference to determined Italian zones and to the complex of the exogenous and endogenous variables that influences the sector. The character of innovation of the present work turns out from the integrated approach between a standard model, the executed process of running with operative software and the original data set. In general, it has been looked like the olive section price is the most important variables and, therefore, the same market turns out enormously flexible regarding variations of the same one. This finds confirmation also in precedence studies on the same section (Pierani and Rizzi, 1991; Siskos, Matsatsinis and Baourakis, 2001 ). However, according an aprioristic mink, the variable to insert in this study, in order to verify of the significance relationships, could be numerous. And this could regard the exogenous variable as the season, or the months temperature or, still, the different climatic zones. Extremely interesting could turn out a study that puts to comparison the AIDS approach with other models. As it has been looked, the studies that have confronted this model with others are numerous (es. the Rotterdam model, LES model). Extremely profitable could be to compare the elasticity deriving from the two theoretical systems. The division of the groups could turn out profitable, various carried out, regarding that taken in consideration in this elaborated. Like saying, some groups have been "forced" for analysis requirements. Sure, a development of the present work will look at the division of the Followers group and the realization of a group for every element, with the aim to take in the correct consideration all important enterprises of the sector. Also inside the group Other Producers could be meaningful to preview a some form of division, with the aim to create more small but more homogenous cluster. Still, from the assumptions carried out, would very interesting to express the market shares, the turnovers and the relative elasticity, using the single brand of market. This would carry to of the mainly operative results from a management point of view, with consequent positive evidences for the companies future business choices. At last, assuming the substitution effect with other oils and vegetables fat, an interesting step could be to inquire all the segments of this category.
